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[] SEVERAL LETTERS on the “Di- 
rect Mail naming” situation contained 
facetious references to our covers. 
One even suggested that we do not 
need a cover. To show you that The 
Reporter reacts quickly to sugges- 
tions, here is an issue without a cov- 
er... just like a newsy, informative 
bulletin . . . which is what The Re- 
porter is anyway. 


[] GOOD NEWS for all Direct Mail 
people is contained in the announce- 
ment by the Direct Mail Adver- 
tising Association that it will sponsor 
throughout the country, a series of 
One-Day Conferences on Direct Mail 
and Printed Promotion. 


See the center four pages in this 
issue for a complete explanation, but 
here are the highlights you should 
mark on your calendar immediately. 


The New York members of the 
DMAA, acting under the chairman- 
ship of Richard Messner of E. E. 
Brogle Company, will stage the first 
of these conferences on Friday, Oc- 
tober 16, 1942 at the Hotel Roosevelt, 
New York City. Many organizations 
connected with advertising in the 
Graphic Arts field have already 
agreed to co-operate by joint sponsor- 
ship. (See centerspread for names.) 


The program committee has ar- 
ranged a series of talks and round- 
table discussions, which can be used 
as models for conferences in other 
cities. This first conference will have 
a Star attraction in the announcement 
of the prize winners in the annual 
Fifty Direct Mail Leaders Contest. 
Also, during this one day conference, 
the DMAA will hold its annual busi- 
ness meeting (as the substitute for 
the one originally scheduled for the 
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program will be filled with solid meat. 
No long introductions, preludes, phil- 
osophizing, or theorizing. We are all 
going to try to find out what is go- 
ing on and how what we are doing 
can be done better. 


Paul Babson of the United Business 
Service, Boston, has already agreed 
to be the speaker at the one main 
luncheon. Everyone who heard him 
at Kansas City knows that when Paul 
Babson speaks he means business. 


So...all you Reporter readers put 
this date on your calendar. Be at the 
Hotel Roosevelt on October 16 for a 
one day serious confab on how Di- 
rect Mail can best fit into the war 
and business structure. Leaders in 
Direct Mail from far distant points 
are especially urged to come to New 
York. See how this one day confer- 
ence operates and pick up _ ideas 
which you can put to work in sim- 
ilar conferences in your own trading 
areas. 


Registration fee for entire day (in- 
cluding luncheon charge) only $5.00. 
And that fee simply covers the ac- 
tual cost of arranging, promoting and 
handling the conference. You can show 
your faith in and approval of the 
work of the arranging committee by 

. sending in your paid reservation 
NOW. Then they will Know how many 
to arrange for. Do it . without 
delay. 


[|] THE MAIL ADVERTISING SER- 
VICE ASSOCIATION Convention 
(originally scheduled for St. Louis) 
has also been cancelled, due to war 
restrictions. But, the MASA has just 
announced that the members will 
hold a two day conference on war 
time methods, in Detroit (the nation- 
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[] STATISTICAL HOUNDS PLEASE 
NOTE: Some few people have been 
trying to find out if any certain let- 
ter or letters of the alphabet are 
more important than others—for test- 
ing purposes, etc. We didn’t know 
what good such information would 
be-—but called Edith Walker of Book- 
of-the-Month and several others. Fi- 
nally Walter Belknap of TIME re- 
ported that he ‘found the figures that 
follow, which to the best of TIME’s 
knowledge and belief, are a pretty 
accurate pro-ration of names that 
would be found on a general commer- 
cial list—not affected by any element 
of race or nationality.’’ 
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Now if somebody can show some 

profitable use for those figures . 

we'll all be happy. 


[]) A BLUNDER PAYS DIVIDENDS: 


A blunder is credited for the origin 
of blotting paper around the 19th cen- 
tury. A paper millhand in Berkshire, 
Eng., neglected to put a sizing ingredi- 
ent into one day’s batch of paper when 
it was in the liquid state. It came from 
the rollers apparently worthless. The 
thrifty proprietor decided to use it for 
his own notes and figuring. However, 
as fast as ink touched the paper it 
was soaked up. The mill owner had a 
great inspiration, for here was a con- 
venient substitute for the sand which 
was sprinkled on handwriting as the 
customary absorbent for ink. The pa- 
per was advertised and quickly bought 
for this new purpose. 
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Reporter’s Note: Above historical 


al headquarters), on Saturday and 
Sunday, October 3 & 4, 1942. 


item taken from current issue of Ad- 


cancelled St. Louis convention). The vertiser’s Digest. 
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is being fought 











* * * * * Paper brings countless supplies to the boys 
in service ... their smokes and shells, cereals and cartridge wraps, small 


arms and medicine. Paper withstands the attacks of weather and han- wil 








dlers, and brings power and protection to our protectors. Champion makes g colt 


many war items, including pulp for explosives, waterproof wrappings for 
shells, food containers, map paper, and substitutes for critical materials. 
Paper mill operation is indispensable to all Americans in the field and 


at home, and Champion is very proud to do its full share on both fronts. 
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[] IF YOU HAVE TYPEWRITERS 
that can be spared for the war effort 
... don’t leave them sitting around 
idle. The military forces need 500,000 
used machines. We have just learned 
that the Board of Directors of the 
Mail Advertising Service Association 
of New York decided recently to con- 
duct a nation wide campaign to help 
the Government secure used typewrit- 
ers. Aiding the Association in its cam- 
paign is the Addressing Machine & 
Equipment Company, 326 Broadway, 
New York City (an official typewriter 
purchasing U. S. depot). 


If you have standard machines 
manufactured since 1935, get in touch 
with one of your local letter shops 
(member of the MASA) and they will 
be able to give you details on price 
schedules and how to dispose of ma- 
chines. 


[] STAND-OUT COPY is the theme 
of another breezy report from breezy 
Sloane. 

As a direct mail technician I know 
you are interested in standout copy, 
whether it appears in a letter, car 
card, magazine or point-of-sale adver- 
tisement. This particular masterpiece 
is emblazoned cn the package of a new 
(to me at least) cigarette. I quote: 


“Melowick cigarettes are the as- 
sociation of prime tobaccos mel- 
lowed by perfect vintage (three 
years) together with the more to- 
bacco content make a better ciga- 
rette.” 


It is of no particular consequence, 
perhaps, that the name of the manu- 
facturer of both the cigarette and the 
epic prose that explains its superior- 
ity, is the G. A. Georgapulo Co., Inc.— 
Regards. Chet Sloane, Newsweek, News- 
week Building, New York. 


Chet Note: Perhaps the fellow who 
wrote that cigarette label was also 
responsible for the signs which ap- 
pear in all New York store windows 
and doors. 


“Illumination Is Required to Be Ex- 
tinguished Before These Premises Are 
Closed to Business.” 


_| “SEEING IS NOT ALWAYS BE- 
LIEVING” . is the title of an in- 
teresting folder just issued by the 
Color Research Laboratory of the 
Eagle Printing Ink Company, 100 
Sixth Avenue, New York. Shows a 
half dozen or so optical illusions 
Which can be created by color. It’s 
worth a place in your Idea File. 
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rf] SO... THE OLD CRUSADER 
AGAINST SEX IN ADVERTISING 
IS CAUGHT. For the record, and 
for that purpose alone, we are re- 
producing the front cover of the 
July, 1942 issue of Advertising High- 
lights, 806 Publication Building, 
Pittsburgh, Pennsylvania. George 
Kinter claims that he was “forced” 
into using the picture by a two page 
advertiser ... but let the record 
speak for itself. 


[") WHO SAYS that humor shouldn’t 
be used in Direct Mail? Here’s one 
of the best cases we've seen in a 
long time. The Social Work Publicity 
Council is a dignified organization 
composed of the leaders in various 
social service units. Like other as- 
sociations, they hold an annual con- 
ference. This year it was held in New 
Orleans. One of the features of the 
annual conferences (a feature which 
provides considerable money to meet 
the expense budget) is an evening 
theatrical party called ‘““The Follies.” 
Members of the organization are the 
actors in a sort of “gridiron” 
affair. 


This year, by the time the Publicity 
Council Conference got to New Or- 
leans, the Army had taken over the 
auditorium, so “The Follies” had to 
be called off. The budget was badly 
dented. 


So Beatrice Tolleris of the head- 
quarters staff in New York designed 
a brilliant Direct Mail piece, entitled 
“The Payoff ... or The Publicity 


Council on the Very Offensive.” A 
long humorous poem was printed on 
a sheet of newsprint, 12” x 18". Two 
clever cartoons appear in the mar- 
gins. One shows horses marching in- 
to the auditorium. One horse carries 
a placard reading—‘‘Sorry folks no 
follies.” The poem told how the can- 
cellation of the show made a hole in 
the budget. It suggested that every- 
one buy tickets at $1.00 each for 
“The Follies that were Blitzed.” A 
tear off coupon appears at the bot- 
tom of the sheet. A small (and dic- 
nified) multigraphed memo was at- 
tached calling attention to the 
poem and asking recipients to pur- 
chase or sell one or more of the 
five tickets enclose’. The tickets 
looked like real theatre box seat tic- 
kets, and are priced at $1.00 for 
“Halfway up the Golden Ladder.” 
One phrase reads “This ticket makes 
you an angel.” 


This mailing was so different from 
the stodgy seriousness of most of the 
mail we've been seeing these days 
that we called the Publicity Council 
at 130 East 22nd Street, New York 
for a report. Sure enough .. . the 
returns have been staggering. Most 
of the people sending checks wrote 
accompanying poems. So many poems 
and checks came in that Beatrice Tol- 
leris had to write a rhythmic ac- 
knowledgment. We will wind up this 
report by giving it to you: 


Thanks to you and a couple of other 
fellows with hearts of gold 

Lots of tickets to the late lamented 
Follies were actually sold 

On behalf of ourselves and the cred- 
itors who are being so waitful 

We do want to tell you that we're 
grateful. 


Note: Only one person wrote in to 
complain that “humor” was beneath 
the dignity of the Social Work Pub- 
licity Council. 


[] 86% + RETURNS is something to 
brag about. Frank Hoxie of Boston 
reports that Braman, Dow & Co., 239- 
45 Causeway Street, Boston, Massa- 
chusetts, mailed 675 letters on July 
27th asking industrial plants to re- 
serve by post card a copy of a new 
informative catalogue. The letters 
were multigraphed with  four-line 
typewriter fill-in and machine signed. 
Returns—583 cards ...a little over 
86%. Frank thinks it may hit that 
super-natural 100%. 








[] IF YOU THINK humor is not ap- 
propriate, you should see some of 
the house magazines, bulletins and 
letters issued by Production Credit 
Corporations (mentioned previously 
in The Reporter). There are twelve 
Production Credit Corporations 
throughout the country. The Depart- 
ment of Agriculture helps them in 
their work. The Corporations assist 
and supervise local Production Cred- 
it Associations throughout the coun- 
try. Included in recent bulletins and 
house organs have been cartoon 
charts and explanations, showing 
the farmers of the country how 
they can use their extra dollars 
to pay off debts; to buy bonds; to 
do their country a good turn; to 
provide for rainy days. Maybe that’s 
what we all need ...a_ good 
sense of humor. Dig out your last 
promotion piece. Read it out loud. 
Does it sound stuff-shirt? Is it pon- 
derous? Is it patronizing? Or is it 
friendly and human? 


“ ANOTHER GOLD PALM for a 
brilliant campaign in the farm field 
should be handed to New Idea, Inc. 
(manufacturer of farm equipment) 
Coldwater, Ohio. Advertising man- 
ager, E. F. Willett, sent this reporter 
full details on the nation wide cam- 
paign New Idea is sponsoring to 
help relieve the burden being heaped 
on farmers due to the shortage of la- 
bor and the shortage of farm ma- 
chines. 


The entire organization ... includ- 
ing branch offices, salesmen and deal- 
ers ... is hammering away to put 
across a real new idea. 


Posters, trade papers and Direct 
Mail will endeavor to “sell” the farm- 
ers of the country that they should 
“share machines and labor for vic- 
tory.”” The idea is simple, but hard 
to explain in our limited space. One 
way to learn all about it is to write 
Mr. Willett and ask him for a copy 
of the Direct Mail folder subtitled 
“How Farmers Get Help and Give 
Help During War Time.” It shows in 
detail how team work (exchanging 
help at planting and harvesting time, 
pooling their skill with that of their 
neighbors, sharing the use of imple- 
ments, ete.) will overcome obstacles 
that threaten our country’s program 
for increased farm production. The 
advertising campaign in itself is a 
perfect example of the kind of team 
work necessary in business today. 
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[] THIS IS TO REPORT that the 
Graphic Arts Promotion Committee 
is making progress around its numer- 
ous obstacles. Since the proposed 
Graphic Arts Promotion campaign at 
present concerns printers and sup- 
pliers and since The Reporter is read 
mostly by buyers of printing... we 
will not use up much space to dis- 
cuss the plan until it actually gets 
into action. For our producer and 
supplier readers, we commend a thor- 
ough reading of the article by Ernie 
Trotter on pages 24, 25 and 26 of the 
August Issue of Printing Magazine. 
It gives the true story about the pro- 
motion plan. 


Some people in the supply and pro- 
duction fields believe that the Gov- 
ernment should formally approve a 
promotion plan before it is put into 
action. We cannot see the logic of 
their reasoning. Newspapers, trade 
magazines and others are campaign- 
ing to sell their particular form of 
advertising. We see no reason why 
the people in the Graphic Arts field 
should not campaign to keep their 
businesses alive ... so long as that 
business has a definite contribution 
to make in the war effort. Our advice 
is to forget all these time consuming 
discussions about “‘approval.’’ Go to 
work and show how printing can be 
used in the war-business effort. 


THE GOVERNMENT has recog- 
nized the fact that there is an emer- 
gency in the printing industry. A com- 
bined bulletin issued during July by 
the Joint Committee on Printing of 
the Congress, by the War Production 
Board, by the War Department and 
by the United States Printing Office, 
states in black and white that the 
printing industry of the country is in 
“dire straits.” 


The Government has agreed that 
there will be no expansion of present 
Government printing facilities and 
that all material not of a secret or 
confidential nature may be printed 
in commercial printing plants. 


So if the Government recognizes 
the emergency why shouldn't 
the printers co-operatively campaign 
to show how their facilities can be 
used (by Government and by busi- 
ness) to speed up and further the war 
effort ? 


We think, too, that the printers 
should complain about the antiquated 
methods still employed in doling out 
work to commercial plants. The old 


sealed-bid method is still in effect. 
The lowest bidder gets the job. Every- 
one Knows that certain printers and 
certain processes are best for the par- 
ticular job. Everyone knows that 
emergency times foster cut-rate com- 
petition. We heard of one Govern- 
ment job recently which went to 
the lowest bidder at $2,700, where 
$1,700 worth of paper was involved. 
The three top printers who figured 
cautiously and conservatively ran be- 
tween $3,600 and $3,800 ...a normal 
price for the job in question. One 
big printer, who had lost on many 
bids, decided to run an experiment. 
He took his actual shop cost and 
then deducted one-third to get his 
experimental bid. You guessed it! 
Someone else underbid him. The Gov- 
ernment cannot help the printers by 
using a purchasing system which de- 
velops bids at less than cost. 


[] SPEAKING OF GOOD PROMO- 
TION in the Graphic Arts Field. . 
here’s a salute to The St. Johns As- 
sociates, Inc., 79 West 45th Street, 
New York. Their recent 12 page, 834” 
x 11%,” brochure is a masterpiece. 
Title “‘Direct Mail for the Duration.”’ 
On three typographically perfect 
pages it gives the true story of paper 
and how Direct Mail can be used to 
help win the war and to help pay for 
the war. Balance of brochure shows 
in words and pictures the growth, ser- 
vice and facilities of St. John Asso- 
ciates a super-excellent organ- 
ization furnishing Direct Mail Adver- 
tising Service. This brochure puts to 
shame some of the faint-hearted mem- 
bers of the Graphic Arts fraternity 
who groan about business but who 
make no effort to promote their 
business by an intelligent use of the 
very product they sell. 


[]} QUESTION: Can you use one- 
third of the front side of a Business 
Reply Envelope or card for advertis- 
ing purposes? No. Several folks have 
been mixed-up on this point. You 
can use the left one-third section of 
the address side of a private mailing 
card (to which sender attaches Ic 
stamp). When you use the Business 
Reply Permit you must follow the 
form prescribed by the Post Office. 
No other copy can appear on the ad- 
dress side. 
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ICTORY WAR QUALITY PAP 
— adequate supplies for civilian needs 
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this material.and equipment into customary and productive usefulness. 


THE NORTHWEST PAPER COMPANY * CLOQUET, MINNESOTA, U. S. A. 











THE REAL TRUTH about the pa- 
per situation is still going the rounds. 
See Page 12 of the August Ist issue 
of Forbes Magazine. A fine article by 
William F. Brooks on ‘“‘Paper—and 
the War’. Promotion Manager Dick 
Kline called our attention to it and 
we'd say it’s just right. 


Paper merchants and printers are 
still reprinting the article which was 
featured in the May 1942 Reporter. 








. and if you order your pipe promptly 
we'll include a tin of tobacco FREE! .. .”’ 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a list 
af right people people who are 
enown to be buvers of products and ser- 
vices similar to your own. We don't 
own lists but we do know where to vet 
them . . . 2000 privately owned lists 

more than 80 million names—are regis- 
tered with us and available on a rental 
basis. Cost is low—serviee is fast. Tell 
us the people you want to reach—we'll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DivistOn ovr Dickir-RAYMOND, INC.) 


80 Broad Street Boston, Mass. 











™ READER’S DIGEST IS DOING 
A GOOD JOB OF HELPING TO 
CLEAN UP ADVERTISING. This is 
a campaign we've been waiting for 
a long, long time. Reader’s Digest 
is the one magazine to tackle such 
an undertaking for they carry 
no advertising. Last month the folks 
in Pleasantville lambasted the exag- 
gerated and untruthful claims of the 
cigarette advertisers. This month 
the sappy and offensive radio com- 
mercials are taken for a well de- 
served sleigh ride. We say .. . hur- 
rah! We've claimed for years that the 
Advertising Federation of America 
should wage a campaign to see that 
its slogan “Truth in Advertising” 
is taken seriously. There has been al- 
together too much pussy-footing. “Di- 
rect Mail” has become the cleanest 
and most truthful form of advertis- 
ing because most of the people in the 
business have never been hesitant in 
criticizing those who misuse the mail. 
And of course we've had a friendly 
but tough watchdog in the _ back- 
ground (the Post Office Department) 
to keep the more exuberant brothers 
in line. 


FAKE INVOICES were criticized 
in a recent issue of The Reporter. 
We denounced the simulated invoices 
issued as a Direct Mail solicitation 
by The National Buyers Guide of the 
United States, 106 East Market St., 
Indianapolis, Indiana. Since the ap- 
pearance of that item, other recipi- 
ents of these invoices have been in 
touch with The Reporter. Samuel E. 
Gold of Lignum-Vitae Products Cor- 
poration, Jersey City, was so indig- 
nant that he wrote to The Better 
Business Bureau of Indianapolis; to 


©. G. Hendricks, Vice President of 
the Thomas Publishing Company; to 
the Federal Trade Commission; to the 
Postal Inspectors and other people. 


Upon investigation we find that 
The Better Business Bureau of In- 
dianapolis has repeatedly reported 
The National Buyers Guide to the 
Federal Trade Commission. The con- 
cern operates from small office space 
in Indianapolis and uses for its mas- 
ter mailing list the names in the le- 
gitimate Thomas’ Register. 


The Better Business Bureau of In- 
dianapolis has published a complete 
expose of the mailing scheme. It 
calls the simulated bill an ‘“obvious- 
ly studied deception.”’ The Indianapo- 
lis Better Business Bureau indicates 
in recent letters that it is anxious 
to secure more evidence which might 
cause the Federal Trade Commission 
to eliminate a practice which is em- 
barrassing to the decent business men 
in that city. If any reader of The Re- 
porter receives an invoice for $9.50 
from the National Buyers’ Guide... 
please do not return it. Send the in- 
voice (preferably with envelope) to 
The Better Business Bureau, 930 
Lemcke Building, Indianapolis, with 
a letter of protest. Make the letter 
strong. P. M. Overley, Secretary and 
Manager will Know how to put your 
letter to good use. All legitimate users 
of the mail should be vitally inter- 
ested in helping to keep the mails 
clean. 


& 
) BLARNEY from BOTT. 


“I’ve become an inveterate cover-to- 
cover reader. I read only one other 
publication so devoutly, i.e., Reader’s 
Digest.”—-Leo P. Bott, Jr. 415 Fuller- 
ton Parkway, Chicago, Illinois. 
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when you use DUO-POST 


Both reach your prospect at the same 
instant—best time for your sales letter to get across 
its selling punch. Ask for samples and prices. 


TENSION ENVELOPE CORPORATION 
345 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 
Monufacturing plants et NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES and MINNEAPOLIS 


CATALOG ENVELOPES FOR EVERY PURPOSE 
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American business must keep on selling... 





& goods and services for today...good will 
for tomorrow. This means a double-header job 

for printers...first: showing customers how, 

where and to whom they should sell their 


merchandise under today’s drastically-changed 





= 
‘ 





wartime conditions...second: showing 
customers that, by helping the Government win 
the war and by keeping consumers informed, 
they will be insuring their own prestige 

for the future. Let Strathmore Papers make 
your sales story more forceful... 

more dramatic. Choose Strathmore for its 
quality, for its great variety, and let it 


work with you to make your selling more effective. 
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-] HERE IS A WRINKLE worth not- 
ing. Leslie Lewis (or his secretary) 
Editor of Dartnell Services, The Dart- 
nell Corporation, Ravenswood and Le- 
land Avenues, Chicago, Ill., uses a well 
placed asterisk mark in his letters 
in order to avoid the mistake of for- 
getting to enclose a mentioned en- 
closure. When the secretary types 
the line which mentions an enclosed 
something or other, she places an 
asterisk well out in the margin at 
the end of the line. Another asterisk 
with “Enc.” appears below the dic- 
tator’s and secretary’s initials. When 
the letters are ready for signing and 
mailing those with an asterisk 
in the right margin can be carefully 
checked. It is a good idea. The Re- 
porter will put it to work immedi- 
ately. 


[] FISH-ING NOTES: AS was ex- 
pected, Ham Fish won his primary 
fight. The carefully oiled twenty-two 


year old machine ran roughshod over 


all opponents. But the fight has only 
started! Some way will be found to 
give the constituents of the 26th 
District of New York the real truth 
behind all the complicated maneuv- 


PUT A PICTORIAL ADVERTISING MESSAGE ON THE BACK 
OF YOUR ENVELOPE (by the Artographic process) AND THE 
POSTMAN WILL DELIVER IT WITHOUT ANY COST OTHER 
THAN NORMAL POSTAGE. 


1000 University Avenue 2630 Payne Ave 
T PAUL. MINN CLEVELAND 


ering of the franking propaganda 
crowd (headed by Fish). The mail 
campaign outlined in the July issue 
of The Reporter has been examined 
by many political and business lead- 
ers. Numerous conferences have been 
held. In our next issue, We may be 
able to give you a hopeful report. 
So far, the only frank-misusing con- 
gressmen who have been elin.tnated 
are J. C. Oliver of Maine and Mar- 
tin Sweeny of Ohio. (Boston’s Tink- 
ham “retired’’). 


Note: For worst (and most de- 
pressing) Editorial on “Mr. Fish’s 
Victory” you should read front page, 
full column tribute in August 13th 
Chicago Tribune. All the fuss about 
Fish is blamed on Communists, 
smear-artists and “the administra- 
tion.”” Not a word to indicate that 
Fish himself stirred up the fuss by 
consorting with and befriending Nazi 
Agents and by allowing his office to 
be used as a propaganda purchas- 
ing and distributing center. 


The Chicago Tribune has_ been 
guilty of much tripe-slinging in the 
past, but its gloating hurrahs for the 
frank-misusing Fish establishes the 
record all-time low in journalism. 


Next month, if our strength holds 
out, The Reporter will give to its 
readers a_ simple, understandable 
graphic chart which will show in 
1-2-3-4 etc. order the mail tie-up 
between Nazi Agencies, Viereck, 
Fish, Hill, .Dennett and the 26 or 
more persons or organizations re- 
cently indicted by The Federal Grand 
Jury. This chart makes the case 
against the mail conspirators clear 


and complete. And... Don’t anyone 
try to muzzle us! Our explanation 
has already been filed in several 


safe places. 


7 GOOD ANNIVERSARY BOOK- 
LET just received from Charles B. 
Keiser, Crolly Advertising Agency, 
Bennett Building, Wilkes Barre, 
Pennsylvania. A twenty-four page 
734” x 534” booklet in full colors pro 
duced for the Stegmaier Brewing 
Company of Wilkes Barre. A fine 
job of telling the history of the com- 
pany since 1857... and for taking 
the reader-visitor on an interesting 
and informative trip through the 
plant. Good work! 


THE REPORTER 




















] * DAY CONFERENCE 


on WARTIME DIRECT MAIL 
& PRINTED PROMOTION 


TIME ap ale (o4'gum @Lel (0) ol) ae Loan be 77 
PLACE Roosevelt Hotel, New York 
SPONSOR Direct Mail Advertising Association 


... and, to date, these participating. groups: 





NOISSZS “JAI “Y 


oe 





Advertising Club of New York 


Uh hitereiaclsliloe men lelilelilel me Ct velale lite]: Mme Lal: 


Advertising Federation of America Mail Advertising ISA dla ee ET elalelilels 


Advertising Typographers Association of New \ ela 


ahitelilel Me. Gitelalehitels meh, Photo Lithographers 
Advertising Women of New \ wela” Ine 


i lelitelilcl Mae Citelalelilels mel, Printing Ink Makers 
Association of Advertising Men aire 





ie tehatelitel Paper Trade Association of the U. S:, Ine. 
Associated Printing Salesmen New York Employing Printers Association, Inc 
Direct Mail Advertising Club of New York New York Envelope Manufacturers Association, Inc 
Direct Mail Committee, Association of National . Advertisers New York Financial Advertisers a 
) Fastern Lithographers Association New York Photo Lithographers Association 
Flectrotypers & Stereotypers Association of New York, In Paper Makers Advertising Association 
Envelope Manufacturers Association of America The Paper Trades Association of New York 
Graphic Arts Industries Promotion Committee milelaiilelacl hilael Mme Vehaciaitilale Mat] 
House Magazine Institute dilelioll tale leek Toa Mm -lele] ae Me) Mn A aele (ome) ME) (hae Cold OU Lila 
Hundred Million Club The Reporter of Direct Mail Advertising Subscribers 
Tatehtksiatel Advertising Association of New York 


/ 


Young Printing Executives Club -of- New York 
Industrial Marketers of New Jersey 





What's happening to Direct Mail advertising in this wor emergency? 
How does the Government view it? The consumer? Big users? John Q. 
Public? Business in general? How can Direct Mail aid the war effort? 


What about supplies? Equipment? Are they available without hampering 


the job of winning the war? 


You want to know the true answers to all those questions . . . and hundreds more. That's the reason 


for this 1-Day Conference on Wartime Direct Mail and Printed Promotion. You'll be facing the facts. You'll 


know, then, why your Direct Mail is being read or why it isn’t. You'll know what the Government thinks 
about Direct Mail; what the consumers think about it. You’ll know whether big users plan to continue 
their direct selling efforts; whether supplies are available for printing and mailing . . . You'll know 
because the men and women who are featured on this day-long huddle are making special studies for 


each of their assignments. The findings will be current and enriched by unadulterated reporting. You 


won't want to miss a word. 


PROGRAM HI-LITES 
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KNOW WHY THE WAR... MISCONCEPTIONS... 
GOVERNMENT RULINGS .. . PUBLIC ATTITUDES, 
AFFECT YOUR DIRECT MAIL RESULTS... 


MORNING SESSION 


Every minute is packed with information of importance for every Direct 
Mail user and producer . . . With special emphasis on the executive who 
“signs the checks.” 


At 9:55 on the dot! 


* 


You won’t want to miss the dramatic 
TELEPHONE ROUND-UP OF 
DIRECT MAIL NEWS AND OPINIONS 


What's ahead for suppliers, producers, users? 

Charlies E. Murphy, Past President, New York Advertising Club, 
Counselor for Advertising Federation of America, brilliant Master 
of Ceremonies, conducts a long distance, person-to-person survey 
among leaders of the government; manufacturers of equipment 
and supplies; printers and lithographers and prominent users of 
printed promotion. Conversations will be amplified for your 
participation. 


At 10:30 


* 


What every direct mail planner and user should know. 


REACTIONS OF THE BUSINESS MAN 
TO HIS DAILY MAIL 


G. Lynn Sumner, President, G. Lynn Sumner Advertising Agency, 
New York, is currently making a survey of business men in 
every section of the country. He will make his first public 
announcement of his findings at this 1-Day Conference on War- 
time Direct Mail and Printed Promotion. 

Hear these results first and put them to work for you immediately. 


At 11:00 


* 


Go behind the scenes of today’s greatest user of printed 
promotion. 


HOW INDUSTRIAL ADVERTISERS ARE 
PUTTING PRINTED PROMOTION TO WORK 


Here is a first-hand discussion by prominent industrial advertisers 
of the multiple problems facing this important group of direct 
mail users. The session is arranged and guided by the Industrial 
Advertising Association of New York. 


At 11:30 


* 


Mr. and Mrs. Johnnie Q. Public are now, more than ever, looking 
more than just casually at your direct mail . . . That’s why you'll 
want a close-up of 


WHAT DO CONSUMERS THINK 
OF CURRENT DIRECT MAIL? 


It's a quiz-type discussion with representative consumers and led 
by one of America's leading authorities on the subject of con- 
sumers — Barbara Daly Anderson — Director of Parent's Maga- 
zine Consumers Division, The President of the Advertising Women 
of New York, and winner, recently, of the Josephine Snapp award 
for outstanding woman's contribution to advertising. 


iT i. 
ON THE 
SESSIO 


in the 
Hendrik Huds 
of the 


Roosevelt 
Madison Avenue at 


New. Yo 
FRIDAY—OCTOBEI 


LUNCH 


2.\' See 


WHAT'S AHE 
FOR BUSINESS 


‘ 





IT i. 
a) 2 
SSIONS 


in the 

Hudson Room 
of the 
sevelt Hotel 
enue at 40th Street 
New. York 

CTOBER 16, 1942 


PAUL T. BABSON, 


T'S AHEAD 
BUSINESS? 


KNOW WHY AND HOW LEADING DIRECT MAIL 
ADVERTISERS AND USERS OF PRINTED PROMOTION 
ARE COPING WITH WARTIME PROBLEMS AND 
ASSISTING IN THE GOVERNMENT’S VICTORY PROJECTS. 


AFTERNOON SESSION 


Round-table in nature, and fashioned to give you on-the-firing-line views 
of Direct Mail and Printed Promotion at work for Uncle Sam. 


At 2:30 


Sit right down with the professional sellers through the mails. 
They have their fingers on the pulse of the mail market. Sit in 
at the 


% MAIL ORDER ROUND TABLE 


with John R. Price, Circulation Manager, Christian Herald Pub- 
lishing Company, leading a group of outstandingly successful plan- 
ners of mail selling copy and formats. They know how the public 
is reacting to all Wartime appeals and interests. Hear their 
presentation of successes and failures. Hear their criticisms and 
suggestions. 


At 3:30 


* 


Henry Hoke, Editor of the Reporter of Direct Mail Advertising, has 
gathered together several of the outstanding writers and plan- 
ners of printed promotion to participate in the 


DIRECT MAIL ROUND TABLE 


You can't afford to pass up this session with men who know the 
“ins and outs" of the mail medium. Hear Ed Mayer, Nick Samstag, 
Horace Nahm, Lucile H. Shoop, Ross Purves, and other supporting 
authorities. 


At 4:30 


You've been hearing and reading much about the work of the 
Graphic Arts Industries Promotion Committee AND its efforts 
to tie printed and lithographed promotion into the win-the-war- 
scheme. Now you have an opportunity to see just how the 
industry can help lead on to Victory. 


$100,000,000 IN PRINTED PROMOTION 
WILL HELP "WIN THE WAR” 


Hear Edson Dunbar, Crocker-McElwain Company, Holyoke, Mass., 
Chairman; Herbert Kaufman, General Printing Ink Corp., and other 
members of the group tell of the plans of the Committee to 
enlist an army of ad men and printing craftsmen. See hundreds 
of ideas that are already fighting for Uncle Sam. 


At 5:00 


* 


See the Wartime 


DIRECT MAIL LEADERS AWARDS... 


The 50 leading prize-winning Direct Mail Campaigns go on view 
for the first time and their designers receive their official DMAA 
awards and special honor piaques. 


J. A. Welch, President of the Advertising Federation of America, 
Vice-President, Crowell-Collier Publishing Company, and Chairman 
of the 1942 Leaders Contest Board of Judges, will submit Judges’ 
report. Chet Sloane, Promotion Manager of NEWSWEEK, will pre- 
sent winners with their awards. 


At 6:00 


Brief Annual Business Meeting, followed by an old-fashioned 
social “get-together.” Plans to be announced. 


$ 
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Please make checks payable ‘to 


DIRECT MAIL 
ADVERTISING ASSOCIATION 


17 EAST 42nd STREET, NEW YORK CITY 








-] A BEAUTIFUL LETTER arrived 
early in August in the office of The 
Reporter. It came from C. W. Mark- 
ham of Edwards Brothers, Inc., Litho- 
printers, Ann Arbor, Michigan. At 
first we thought it a too perfectly 
processed form letter. But it was a 
personal letter asking us questions. 
We gave Mr. Markham the informa- 
tion . but in the P. S. asked him 
what kind of a secretary or machine 
was necessary to type a letter as per- 
fectly as his. How could any steno- 
grapher or an ordinary typewriter 
produce a letter with all the type 
clear and sharp and without showing 
any ribbon fuzziness ? 


The solution is as follows: Mr. 
Markham’s secretary uses an Electro- 
matic International Business Machine 

the same machine used for typ- 
ing master copy for offset printing. 
Instead of the silk inked ribbon, the 
secretary uses an especially made 
carbon paper ribbon developed by a 
Detroit typewriter ribbon and car- 
bon company. 


It makes a beautiful letter ... but 
we still claim that the secretary must 
be perfect, too. Type arrangement, 
spacing, margins, are just right. 

What sort of impressions do YOUR 
letters make ? 


SENATOR ARTHUR CAPPER of 
Kansas deserves a salute for a lit- 
tle thing he did during August. We 
are glad to tell you about it... just 
to emphasize our opinion that there 
are plenty of honest men in Con- 
gress. The misusers of the franking 
privilege and the obstructionists are 
the loud-voiced minority. They usu- 
ally get all of the attention. Here’s 
the simple story. 


Ben Dahlke of Buffalo, New York 
wrote to his old friend Art Capper 
to congratulate him on the renomin- 
ation. Naturally, the Senator an- 
swered. He used his regular govern- 
ment franked envelope BUT over the 
franked Arthur Capper signature was 
placed a 3c stamp. Senator Capper 
had every legal and moral right to 
use his free frank, but since it was 
a personal letter to an old friend 
in New York State, he leaned over 
backward and paid the postage. The 
Senator has used a lot of Direct 
Mail in his time so perhaps he 
understands the whole picture a lot 
better than the Fish’s, Wheeler’s, 
Nye’s, ete. ... 


THE REPORTER 














How to pick the right finish 
for direct m 


HAMMERMILL 
OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 


NEW OFFSET DEMONSTRATION 

SET HELPS END GUESSWORK... 

SHOWS COMPARISON OF NINE 
DIFFERENT FINISHES 


EVER BEEN PUZZLED to tell which finish 
of offset paper to use... or to determine 
how a job will look before it goes into 
production? 


You needn’t be again if you send for 
the new demonstraticn set of Hammermill 
Offset. 


The set includes individual, 17 x 22, 
four-color offset reproductions of a recent 
painting of a Lockheed Lightning P-38 
Interceptor Pursuit plane (suitable for 
framing). There are nine separate pieces— 
all printed from the same plates on the 
nine different finishes of Hammermill 
Offset. 

Use the set to see the effects of particu- 
lar finishes to compare expected -e- 
sults on various finishes. Study it to see 
the fine reproduction possible on Ham- 
mermill Offset. Send for your free set 
today. 

Offset Finishes Shown in Set 
1. Wove 4. Stucco 7. Laurel 
2. Homespun’ 5. Ripple 8. Pongee 
3. Handmade 6. Linen 9. Woodgrain 


Send 
for it! 


Name 


Hammermill Paper Co. 

Erie, Pennsylvania. 

Please send me the set of Lock- 
heed Specimens on Hammermill 
Offset. 


Position 


(Please attachto your business letterhead) RDMA-AU 
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-] HURRAH for the Downtown Post 
of Pittsburgh’s American Legion. It 
has worked out a plan whereby ru- 
mors can be discredited and traced 
to their source. Every Legion Post 
has put its members on the alert 
for rumor spreaders. The tale bear- 
ers are asked to appear before a 
Hearing Committee and tell just 
where they got their information. 
We learn that the system is work- 
ing. Many foreign inspired rumors 
are being nailed to the mast before 
they can do much harm. 


This reporter is following a sim- 
ilar plan in his own work. During 
the past two years we've received 
plenty of insulting and rumor-mon- 
gering letters. Mostly, they've been 
disregarded. Lately, we’ve been hard- 
boiled. Whenever a false rumor or 
an abusive statement appears in a 
letter coming to this office, we con- 
tact the sender immediately and de- 
mand a full explanation. It’s pathetic 
how the rumor-mongers run to Ccov- 
er when they are asked to supply 
real evidence. Try it sometime. 

” 

[) HERE’S AN IDEA for Advertising 
Clubs or for other patriotic groups. 
Kenneth Hinshaw, Advertising Man- 
ager of the Eastern States Farmers’ 
Exchange, Springfield, Massachusetts 
sent us a copy of a beautiful bro- 
chure, 8 pages, 12” x 12” designed 
and written by himself and pro- 
duced by the Advertising Club of 
Springfield as a souvenir for guests 
attending the special banquet staged 
by the club on May 12, 1942... for 
the purpose of inspiring a fighting 
spirit into the citizens of Springfield. 
The brochure explains Four S's 
needed for Victory “Sweat, 
Speed, Skill, Service.” In a pictorial 
and short worded fashion it explains 
what America is up against and 
what we need to win. 


This brochure is unusual in that 
it has stepped out of its original 
function. It started as a souvenir 
for a banquet. It was favorably re- 
ceived. Since the banquet several 
war industries have purchased quan- 
tities of the brochure for mailing 
to their associates and to their em- 
ployees. Other advertising clubs may 
Want to Know about this venture. 
So write to Kenneth Hinshaw who 
may be able to supply you with a 
sample copy. It's a fine job and de- 
serves congratulations. What's more, 
it is excellent counter propaganda. 
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[}] UP IN CANADA .. . advertisers 
are going to town in helping the gov- 
ernment in its direction of war and 
business. Printers, too, have grasped 
the picture of what’s needed .. . bet- 
ter than the printers in the United 
States. Of course, Canada has been 
at it a little bit longer. 


Ross Purvis of the Saturday Night 
Press was a recent visitor to The 
Reporter offices. He showed us a file 
of recent bulletins, house magazines 
and circulars issued by Canadian 
manufacturers. These manufacturers, 
their agencies and their printers are 
working closely with all government 
agencies. They sit down and confab 
with the men who are running the 
government agencies. They find out 
what the people should know, what 
the people can do, what the govern- 
ment would like the people to Know. 
And they plan their advertising that 
way. 


Some American manufacturers are 
already working along these lines, but 
plenty of others could be. We've asked 
Ross Purvis to attend the one day 
conference in New York on October 
16th and tell us all something about 
these Canadian methods during the 
Direct Mail round-up. Right now we'll 
give you the front page, “Reason 
Why” editorial on the B.V.D. “Out- 
look,”” a Vol. 1, No. 1 house magazine 
just issued by The B.V.D. Company 
Limited, Montreal, Canada. 


Friendly relations, trust and mutual 
goodwill are more important in _ busi- 
ness today than they have ever been 
in Canada’s history. 


Due to the many peculiar conditions 
which have arisen since the declara- 
tion of war, it is impossible for us to 
see our retail connections as often as 
we would like to and visits have of 
necessity been cut down. 


Friendly chats could be very helpful 
to our customers and to us, but as it 
is impossible to see all of you we are 
going to try to build up our acquain- 
tance with you through this little book- 
let. That is why we are publishing it 
and we trust that you will enjoy it and 
find it helpful. 


Reporter's Note: That publication 
and a lot of other publications 

like it in Canada are going to 
build goodwill and maintain = cus- 
tomer relations for the period which 
will come when wars have ceased. 


"] SOW THE WIND... : Here's an- 
other letter on the “Intolerance sit- 
uation” ... too good to file and for- 


get. 
Dear Henry: 


Ever since your June issue got into 
circulation I have been intending to 
write and enclose a couple of bouquets 
for that humdinger of an article on 
the anti-Semitic situation. 


Orchids first of all for having the 
guts to “tell off’ the personal friend 
who was dishing out untrue (and doubt- 
less maliciously conceived) statements 
on Jewish co-operation in the war ef- 
fort. For as you know, Henry, there 
are just too many folks who would 
prefer to take the easy way and either 
accept such statements or let them 
pass rather than to set the records 
straight. 

And then a bouquet of roses, Henry, 
for your straight from the shoulder 
language in stating your position in 
your magazine article. Personally, I 
can’t see how a good American can 
take any other position. 

There is an old saying that “You 
sow the wind and reap the whirlwind.” 
Aside from the moral and ethical as- 
pects involved, any tolerance of intol- 
erance of any racial or religious group 
in America can only contribute to a 
complete breakdown of democracy. If 
vou and I are willing to stand for 
anti-Semitism, what guarantee have we 
that one day we won’t be a member 
of the underdog group and subject to 
persecution from anti-Episcopalians, or 
anti-Masons, or anti-whatever we stand 
for. One can’t nurture cobras and rat- 
tlesnakes and not expect to get bitten. 
Certainly, today is no time to be nur- 
turing such subversive elements.— Cor- 
dially Yours, Ff. H, Morse, Manager, 
Service Department, Direct Mail Divi- 
sion, The Reuben H. Donnelley Corpo- 
ration, New York. 


[] IN SPITE OF ALL WARNINGS 
some people are still putting business 
reply envelopes to illegal use. D. W. 
Hobbs of the Meryle Publishing Com- 
pany, 121 West 19th Street, New York 
City has just sent us one of their 
business reply envelopes returned to 
them and paid for by them. The 
envelope was post marked Fitzger- 
ald, Georgia. Inside, instead of a 
legitimate message or order to the 
Meryle Publishing Company, were 
two circulars advertising the prod- 
ucts of the Federal Pharmacal Com- 
pany, Atlanta, Georgia. (They may 
have been saeueati by someone not 
connected with c@mpany named.) 


We are submitting this case (as 
we do all similar cases) to the postal 
authorities. 


THE REPORTER 
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PaeTS CARD e. 
S 
@ e pach” For Economy, Service anD VALUE! 


The sensational record made by Springhill White and Manila 
Tag — and Index —is no accident. Printers and production 
men who have jobs to prepare requiring an al] purpose white 
board with toughness, strength and bright appearance have 
turned to SPRINGHILL, made from 100% virgin, bleached 
sulphate pulp, because its excellent printing surface, its low 
cost, combine to give maximum value. It is another International 
Paper Value! ... doing its job in war production as well as 


serving civilian uses. 


For more tiian 10 years, International 


Paper has advised buyers of printing to ‘"Cossdecld Your Printer” 


INTERNATIONAL 


PAPER COMPANY 


220 EAST 42nd. STREET, NEW YORK, N.Y. 


PAPERS /or PRINTING cad CONVERTING 





THOUGHTFUL PLANNING IS A SERVICE TO THE NATION 











(roynplete 


TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
...Tons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
repr'nt division for quick service. 





KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 





ALSO FOREIGN-LANGUAGE TYPESETTING 
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™ SCREWY ADVERTISING was dis- 
cussed in The Reporter about a year 
ago when we told about Bill Crooks 
Poultry Service out in Kenton, Ohio. 
Bill sells testing equipment to poul- 
trymen. The honicles save labor and 
lots of time. So in his advertising, 
Bill Crooks makes himself out to be 
a lazy man with his ideas focused 
more on his dog breeding hobby than 
his poultry equipment. We just had 
another report from him. His screwy 
advertising booklet ‘“‘“How to Do Your 
Testing” is still working. Recently 
an article appeared in the Poultry 
Supply Dealer about Bill’s laziness 
and his craziness about dogs. He’s 
getting plenty of inquiries from his 
ads and turns many into orders. 


He says he is still getting a kick 
out of being lazy and crazy ... “and 
will so long as it pays off.’’ One fel- 
low wrote him, “I feel safe in dealing 
with a man who likes dogs.”’ Another 
wrote, “I am lazy, too, send me 
$52.50 worth of equipment.” 


We mention this Bill Crooks case 
again ... because we think some of 
you need reminding that you should 
not be too all-fired serious in all your 
advertising. Bill Crooks is doing a 
good job of advertising because he 
is friendly, humorous and interest- 
ing. In times like these, many copy 
writers become too serious and they 
miss the boat by forgetting that after 
all (as Frank Egner would say) “peo- 
ple are just people.” 


7 A SWELL JOB OF DIGESTING 
is being done by the National In- 
dustrial Advertisers Association, Inc., 
100 E. Ohio Street, Chicago, Illinois, 
in their Members Bulletin. Mack 
Nevergole of Goodall Rubber Com- 
pany, Philadelphia, tipped us off to 
the fact that many items from The 
Reporter are being digested and 
placed in the bulletins. So we should 
be happy. 


A retailer friend of ours received a 
notice from a zipper manufacturer that 
he could get no more zippers. In the 
same mail came a letter from a but- 
ton manufacturer telling him that 
there’d be no more buttons. So the re- 
tailer wrote the OPM as follows: “How 
are we going to roll up our sleeves 
to go all out to defeat Hitler when we 
will all be too busy holding up our 
trousers?” Toled-O-Plate News, To- 
ledo Plate & Window Glass Co., Toledo, 
Ohio, 


'] THOSE VICTORY LABELS tor 
business reply forms are_ getting 
around. A recent issue of Praeger’s 
Postal Digest and Mailer’s Manual, 
New York, mentions the label and 
gives the regulations. Leroy Swartz- 
kopf of the D and M Advertising 
Company, San Antonio, Texas, sent 
us a Sample mailing piece which 
shows how the A. B. Frank Com- 
pany, Wholesalers of San Antonio, 
are using the label. Each customer 
recently received sixteen business re- 
ply victory labels on perforated strips 
with the following message. 

Something New Has Been Added! 
VICTORY POSTAGE! 


CONSERVATION is the basis of VIC- 
TORY! It’s patriotic! 

To save paper, we are introducing 
these “Victory Stamps” which the Post 
Office Department has approved for 
use in place of the Business Reply 
Envelope for first class mail. 

These Victory Labels can be used 
by you in place of a postage stamp 
when you send us your mail orders. 
When you write us, use your own en- 
velope, tear off one of these labels and 
paste it securely to the lower right 
corner of your envelope. No postage 
or addressing is necessary. 

We pay the postage gladly for the 
privilege of hearing from you and for 
the opportunity to be of service to you. 
When you use these labels you help 
us to co-operate with the Government 
to save paper. From time to time we 
will send you additional labels. 


Underneath this message was a re- 
production of an envelope showing 
how the label is to be attached. Un- 
der the sample envelope, two slo- 
gans. “Save the Miles and You Save 
Rubber!” “Order Often By Mail 
From Us!” 

@ 


[] ANOTHER GRIPE about radio 
commercials is contained in a recent 
letter from George Wright, Advertis- 
ing Manager of The Nash Engineer- 
ing Company, South Norwalk, Con- 
necticut. He wrote about that item in 
last issue concerning ‘‘Destroying 
Faith in Advertising.” George’s gripe 
is against the radio announcers who 
use the phrase “This is no mere ad- 
vertising claim...” or the equivalent. 
George comments: “How can these 
people constantly undermine an in- 
strument which serves them so well? 
Will the millions in their radio audi- 
ence be charitable is not jumping to 
the conclusion that they are in a hab- 
it of making ‘mere advertising 
claims’.” 
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[] A DIRECT MAIL MAN .... is 
going into politics. We have before 
us the first Direct Mail piece sent 
out by the committee promoting Lo- 
gan R. Dickie, of Dickie-Raymond, 
Inc., 80 Broad Street, Boston (home 
at Reading, Mass.) for the State 
Legislature. 


Naturally, the Direct Mail is smart 
and effective. We told Logan we 
were sorry he wasn’t running for 
Congress ... for he would fit a lot 
better than some people we could 
mention. We will report later on the 
results of the Dickie campaign. 


[}] FOR GOOD EXAMPLE of a Di- 
rect Mail piece to regain lost mark- 
ets and still tie-in with the war ef- 
fort ... The Reporter salutes a re- 
cent circular of The Union Metal 
Manufacturing Company of Canton, 
Ohio. Advertising Manager A. S. 
Fromm sent us the four page cir- 
cular mailed to 5,600 manufacturers 
throughout the eastern and mid-west 
States within a 500 mile radius of 
the Union Metal plant. The circular 
is entitled “Looking for a Sub-Con- 
tractor?” It makes a direct bid for 
over-load production. It shows in 
pictures and in itemized listing the 
exact facilities available. That’s the 


way to go after business ... whether 
it’s sub-contracting or anything else. 
e 


[] HOW TO FOLD A LETTER. W. 
W. Ayre, Advertising Manager of As- 
sociation of Army and Navy Stores, 
Inc., 730 Fifth Avenue, New York, 
asked us if anyone ever ran a test 
to determine whether it was better 
to fold a letter so that the letterhead 
appeared first when it was taken out 
of the envelope, rather than to fold 
all printing inside. We didn’t know 
whether any tests had been made so 
we aSked Frank Egner. Frank re- 
plied that he had lost results of tests 
made many years ago which indi- 
cated that in mail selling it was bet- 
ter to fold a letterhead outside. He 
Says he continues to do it that way. 


| ANOTHER MEMBER FOR THE 
NO. 1 CLUB. Wilson C. Miller of The 
Commercial Travelers Mutual Acci- 
dent Association of America, Utica, 
New York, tells us they hold No. 1 
permit for business reply forms in 
their city. See past issues of The Re- 
porter for other names. We are still 
interested in completing our listing. 
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BUY UNITED STATES WAR SAVINGS BONDS AND STAMPS 





GOOD INSURANCE 


—of attention value in your form letters, cir- 
culars, stuffers and other direct mail pieces when 
you use the crisp, handsome EAGLE-A 
ACCEPTANCE BOND. 


—of durability and strength afforded by the 
ACCEPTANCE group of 50% rag content 
papers. 

—of quality appearance in your own letter- 
heads and office forms, since Eagle-A 50% rag 
papers are less affected by wartime restrictions 
than all-sulphite grades. 


Insure satisfaction and better values by speci- 
fying 

EAGLE-A ACCEPTANCE BOND 
EAGLE-A ACCEPTANCE RECORD 
EAGLE-A ACCEPTANCE INDEX BRISTOL 


Ask your Eagle-A Paper Merchant or 
write us direct for samples and prices. 


EAGLE-A 


ARAN 
PAPERS 
AMERICAN WRITING PAPER CORPORATION 
HOLYOKE, MASSACHUSETTS 


Manufacturers of the famous FEagle-A Coupon Bond and other 

nationally known Bonds, Ledgers, Offsets, Writings, Bristols, 

Mimeographs, Books, Covers, Advertising Papers and Papeteries; 
also Technical, Industria! and Special Papers. 














CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 





graphs, typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 


Chicago. 

MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments—Sold. 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, Il. 





LETTERHEADS 





If you want a 
BETTER LETTERHEAD 
contact Frederick Scheff, Author “Letter- 
head Design,” 68 Nassau St., N. Y. C. 





MAILING LISTS 
UNLIMITED COVERAGE of “buyer” and 


prospect lists. Tested, and exclusive classifi- 
cations. Explain needs. Associated Services, 
741 Gott St.. Ann Arbor, Mich, 





MAILING LIST RENTALS 


1,000,000 NAMES FOR RENT 
Our advertising brings nearly 1,000,000 
new mail-order novelty buyers each year. 
Complete information sent upon request. 
Johnson Smith & Co., Detroit, Mich. 





MULTIGRAPHING SUPPLIES 


RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





Position Wanted 


Direct Mail specialist in mail order copy 
and layout-——books, magazines, fund rais- 
ing, merchandise. Twenty years experience 
in pushing door bells and pushing a pen. 
College graduate, 43, married. Moderate 
salary. Prefer Eastern states, Box 701, RE- 


PORTER, 17 E. 42 St, N. Y. C. 





SALES LETTERS 


If ALL IS four-square, ll either achieve 
the slant and strength which you'll agree 
will sell it best—or Vl refund your $5. 
WALT JENKINS, 1595 Bryant St., Den- 


ver, Colorado. 
Sales letters well-aimed at your target. Re- 


quest folder. Jed Scarboro, 10 Wetmore 
Ave., Maplewood, N. J. 


1s 


(7 A PAPER MERCHANT out on the 
west coast received the following 
message on a penny postal card in 
typewriting, all caps. 

Dear Mr. Blank: 

Will you please drop our store some- 
time in next week, if you have time 
to come this way. 

We like to order 
paper goods.—Yours 
Seed & Plant Co. 


Well .. 
ing paper. 


company’s 
Oriental 


your 
truly, 


. some people are still buy- 


] “THE OFFCUT SALESMAN” is 
what Alan Isles, sales manager of 
the Canadian Printing and _ Litho- 
graphing Company, Ltd., Montreal, 
Canada calls his latest promotion 
portfolio . recently mailed to 600 
customers and prospects. He has 
copyrighted the title. Portfolio is in 
filing-folder form. 


Copy explains how printing buy- 
ers can save money by using paper 
consisting of “‘offcuts”’ 
printing 


from previous 
Swatches attached 
show samples of offcut stock avail- 
able, with sheet size and quantity. 
Many are, of course, odd sizes but 
useable. New swatches of samples 
will be mailed to the prospects as 
stock develops. Not a bad idea. 


jobs. 


-] WARNING TO SOCIAL SERVICE 
SECRETARIES. Spend more time 
analyzing your mailing lists... and 
thereby save what you are now wast- 
ing on useless prospects. If that ad- 
vice Was ever important, it is more 
important now, when all 
money raising drives are taking place 
in every community. 


sorts of 


Don’t waste your shots with use- 
less prospects. Just recently we saw 
a notoriously bad case of list compi- 
lation. A boys camp project in the 
New York area used a clever and 
convincing mailing to raise funds for 
summer activities. It was a fine ap- 
peal for the New York area, but our 
sample was sent to a man in the 
midwest, who is only worried about 
how he can support the many worthy 
causes in his own community. 


Why waste your shots in asking 
people in the midwest to support a 
camp which is purely local in nature 
and scope? It just doesn’t make 
good sense. And, it isn’t good Direct 
Mail. 


[} DO YOU KNOW that The United 
States Printing & Lithograph Com- 
pany, Cincinnati, Ohio maintains a 
trade mark research bureau? We 
did not, until A. W. Reid, advertis- 
ing manager of Bowey’s, Inc., Chi- 
cago told us all about it in a recent 
letter. Any manufacturer of branded 
or trade-marked merchandise may 
consult the Trade Mark Bureau to 
find out if a selected name has pre- 
been trade-marked, 


viously copy- 


righted, ete. During the past three 
years, The United States Printing & 
Lithograph Company has handled 5,- 
732 requests for information about 
11,000 
were avoided in 


names. Infringements 
1,978 cases. There 


brand 


is a nominal charge of $2.50 per 
name investigated. Be sure to file 


this information carefully. No tell- 
ing when you may need such a ser- 
vice. 

* 


[] POST OFFICE PROMOTION is 
still going along in great style 

but in Canada and not the United 
States. W. S. Hamilton, of the Na- 
tional Home Monthly, Winnipeg, Can- 
ada, just 
current pieces produced by the Post 
Office Department. Both are colorful, 
artistically designed and have real 
punch copy. One is a powerful argu- 
ment against dead names on the mail- 
ing list. The other an excellent pro- 
motion for air mail. Why doesn’t the 
United States Posi Office Depart- 
ment do a promotion job like our 


sent us samples of two 


neighbors across the border? 





Professional 


Mailing 


= 
- 
ists 
Do you eircularize Physicians, Dentists. 
Druegists, Osteopaths, etc? We have 
complete mailing lists covering these 


eroups and allied Professions. Our lists 
are on stencils—the service of address 
ing vour envelopes can be bought fo! 


is little as Sv.25 per thousand 
@ 100% Accuracy Guarantee 
@ 72-Hour Service 


® Clean Address Imprints 


Fisher-Stevens Service, Inc. 


183 Varick St. New York, N. Y. 
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Use Rising Number One Index 
for: 


Production, labor and wage reports 
New employee helps and instructions 
Morale building posters 
Cost and contract data 
New machinery instructions 
Certificates of merit 
Raw material and inventory lists 

and hundreds of other records 


Printed on one of the Rising Papers, your 
direct advertising message, too, will have 
added power and prestige. Rising Intralace, 
Red Lion Text and Olde Quill Deckledge 
make ideal backgrounds for impressive, 
moderately- priced mailing pieces. Consult 


your Rising merchant. 














Records that must “stay in the books” for a long, long time 


play a big part these days in keeping tabs on stepped-up 


production and increased employment. 


Contracts, manuals, instruction cards and all forms for per- 
manent reference and hard wear look better and last longer 


on 100% rag content Rising Number One Index. 


Today important production records are being made. Rising 


Number One Index will keep them for tomorrow. 





RISING PAPER COMPANY 


HousatoeniceMassacthusetet s 





'] A NEW SLOGAN is being put to 
work with a vengeance by John Plank 
of The Shelby Salesbook Company, 
Shelby, Ohio. Here it is: 


SALES-BY-MAIL must supple- 
ment your SALES-BY-MALE. 


The Reporter commented several 
months ago on The Shelby folders 
issued by the company in advance of 
salesmen’s calls ... stressing the im- 
portance of saving gasoline and rub- 
ber. Now the company is supplying 
its salesmen with all sort of friendly 
and intriguing multigraphed letters. 
The salesmen are even furnished with 
miniature photographs to tip on the 
letters. Whole purpose of campaign 
is to induce Shelby customers to or- 
der oftener by mail or to have their 
orders ready so that the salesmen can 


Here’s a cartoon which ranks among the best of the current crop ... 


pick them up on the first possible 
call. 

A recent novelty letter has a pic- 
ture of a U. S. postman instead of the 
miniature of the salesman. Its head- 
line “Meet my new partner.” It ex- 
plains about the necessity of conserv- 
ing gas and rubber and winds up with 
the following paragraph. 


Since this letter represents his first 
official call since the postman and I 
became partners, I would like to see 
us get off to a good start. If you have 
an order you’ve been holding for me, 
won't you please mail it today in the 
enclosed postage-free envelope? I'll 
appreciate it. 


Reports indicate that the campaign 
is successful. And why shouldn't it 
be? And why shouldn’t more people 
be working along the same line? 





for telling a powerful 


Direct Mail story in a few words. That ten word message is better than a two thousand 
word article. The cartoon appeared originally in an advertisement of the Martin Cantine 


Paper Company of Saugerties, N. 


e asked permission to use it editorially . . 


. so here 


Electros can be obtained by any producer of Direct Mail who may wish to use the 
idea in their promotion. 





[] SPEAKING OF TIRES AND GAS 

why shouldn’t someone in the 
retail field undertake to change some 
of the time worn and outmoded tac- 
tics of doing business? This reporter 
has talked recently to several manu- 
facturers of dresses and other types 
of wearing apparel. They seem to be 
afraid that Direct Mail cannot be a 
satisfactory substitute for traveling 
salesmen or for “buyers displays.”’ 
Why not? 


Shortage of tires and gas will pre- 
vent salesmen from calling on many 
of the small town retailers. The 
large towns can still be visited by 
train, but in some sections of the 
country it is practically impossible 
to make train jumps to widely scat- 
tered small towns. Travel restrictions 
and financial limitations will gradu- 
ally prevent retailers from visiting 
buyers displays. Why shouldn’t re- 
tailers themselves realize that these 
conditions exist and why _ shouldn't 
they be willing to co-operate with 
the manufacturers in promoting a 
wider acceptance of “doing business 
by mail?” Many retailers have, of 
course, shied away from Direct Mail. 
They have been newspaper conscious. 
Perhaps the time has arrived for some 
genius, like Jules Paglin, to show 
the manufacturers and the retailers 
how they can save time, money, gas 
and tires by a skillful use of Direct 
Mail. We recommend it as a No. 1 
project for the National Retail Dry 
Goods Association. This office will be 
glad to help . . . with ideas. 


[] BOYS’ CLUBS OF AMERICA still 
continue to issue some of the best 
promotion literature in the social ser- 
vice field. Latest booklet is entitled 
“Suddenly Your Whole Future Is in 
Their Hands—Yesterday They Were 
Boys.” It’s filled with good pictures 
and very little copy. Try to get a 
sample for your Idea File by writing 
to A. Boyd Hinds, Boys’ Clubs of 
America, Inc., 381 Fourth Avenue, 
New York. 


SO ENDS... the report for this month. 
Keep your eyes peeled for the next issue. In 
it we will give full details of the big pow- 
wow for October 16th . . . and a more-than- 
usual round-up of what’s going on in early 
Fall mailings. But before you put this issue 
away with its predecessors—read again the 
center four pages. You'll admit that Charlie 
Morris is making a good start with his 
Publicity Committee. Doesn’t that fast-run- 
ning bunkless program sound intriguing? 
How about deciding right now to be at the 
Roosevelt on October 16th? Get your name 
in among the early registrations. 
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